Abstract: Based on the concepts of Feature Fatigue, IT Fashion and IT Consumerization, this paper aims to investigate the relationships between them answering two questions: (1) does the phenomenon of IT Fashion result in Feature Fatigue? (2) Will the concept of Feature Fatigue cause the same effect when looking from the point of view of the IT Consumerization in the corporate environment? The research addresses these questions through two techniques: a laddering and a survey. Albeit tenuously, the results provide evidence that consumption motivated by IT Fashion leads to Feature Fatigue. This study contributes to management research by attempting at the phenomenon described from a multidisciplinary perspective, also contributing to management practice, specifically for marketing managers trying to understand the experiences and expectations of consumers, and also for IT managers engaged in the design of governance policies regarding the use of personal devices by employees in this context.
Introduction
Technological advances have enabled manufacturers to add many features to new products, especially their electronics and IT devices, at a relatively small cost per added feature. A consumers' purchase decision tends to the equipment with the largest number of features. The use experience, however, can be so complex that it leads to a so-called "Feature Fatigue" effect (Thompson et al., 2005) . Feature Fatigue could correspond to 50% of product returns in the USA (Surowiecki, 2007) .
Additionally, the possibility to buy devices with a large number of features at a reduced incremental cost has contributed to an expansion of consumption of products that become rapidly obsolete. These are equipment, therefore, that will be considered outdated in a short timespan because of the new products launched with better or more features, triggering a phenomenon known as "IT Fashion".
On the other hand, a significant trend has been at work in the personal electronics market in the past ten years, affecting organizations in particular: the tendency of technology to spread from the user to commercial and public environments, called the "Consumerization of IT" (Shuster, 2011) . The increase in processing power and resources of these devices (Sen, 2012) , which enabled the expansion of available service functionalities in a single device, is especially important in this context (Chaka, 2012; Goul et al.,2012) .
Apart from the increasing interest they've awakened in academic research, these three research subjects are similar because of their connection to a new social context of technological impact. The consumer's need to frequently exchange his equipment for more modern products, which are launched at increasingly smaller time intervals, seems to be related to the ability of organizations to develop new features for their products, which makes consumers prefer them at the Submitted: June 28th 2015 / Approved: December 6th 2015 time of purchase. However, according to Thompson et al. (2005) , the complexity of use could be so significant that it leads to the Feature Fatigue effect.
For authors such as Cooper and Bess (2012) , Ginovski (2012) and Sen (2012) , individuals are no longer resigned to fact that they can have the best technology at their disposal in their private lives, but not in their professional life, especially as a function of two arguments: the maximization of productivity (Klinc et al., 2008; Devine, 2012; Gupta, 2012) and the maintenance of a flexible lifestyle to work when and where they want (Bernnat et al., 2010) .
It is clear, therefore, that an investigation of the possible relations between these three subjects -IT Fashion and Feature Fatigue, and Consumerization of IT and Feature Fatigue -has become important from a scientific point of view in order to reevaluate the concept of Feature Fatigue from a contemporary perspective: a world where the supply and demand for technology have exploded and its customization keeps increasing. To investigate these relationships, this study will therefore try to answer the following questions: (1) Does the IT Fashion phenomenon have Feature Fatigue as consequence? (2) Does the Feature Fatigue concept still make sense when observed in the organizational context, i.e. from the point of view of the Consumerization of IT in a corporate environment?
In addition, this study seeks to contribute to the research in Business Administration. Because it analyzes the described phenomena from a multidisciplinary perspective, it also contributes to the management practice, specifically to marketing managers who are trying to understand the expectations and experiences of consumers, but also to IT managers who need do define governance policies concerning the use of personal equipment by employees and other collaborators in that context.
Theoretical Framework
The theoretical framework of the three guiding concepts of this work was investigated in order to characterize the idea of Feature Fatigue based on the proposition of Thompson et al. (2005) , and especially, to import and translate the idea of IT Fashion to the individual's universe, given that the concept has its foundations in the field of organizations. We also sought to consolidate one concept of Consumerization of IT, which is a relatively recent phenomenon, although significant in so far that it proposes a new way for individuals and organizations to relate with the technology.
Consumerization of IT
For the great majority of authors, Consumerization of IT means combining the corporate and personal use of technology devices or applications, causing what it is said to be "the growing influence that our technology experiences as consumers -both hardware and software -have on the technology that we expect to use at work" (Forrester, 2011, p. 2).
For Moschella et al. (2004) the defining aspect of Consumerization of IT is exactly the concept of dual use; Carter et al. (2011) identifies it as a potential change that has been occurring in the use of ICTs. Cazier and Hopkins (2011) associate it with the idea that it's the younger workers who are driving changes based on their own interactions with technology. Other authors summarize it as the tendency of consumer products and technologies to enter the corporate space (Cummings et al., 2009; Prete et al., 2011; Cohen, 2012; Gordon, 2012; Gupta, 2012) . More specifically, Grasso and Convertino (2012) claim that it's a diffusion process of Web 2.0 tools from the consumer space to the organizational space. Lamy and McQuire (2010) connect both concepts by stating that Consumerization takes two forms: first there's the pressure exerted by employees to use their personal electronic devices on corporate networks in order to increase productivity, and second there is the increasing prevalence and adoption of social Web 2.0 tools such as LinkedIn™, Facebook™ and Twitter™ in a corporate context.
Although some see Consumerization of IT as a synonym for "Bring your own device" or "BYOD" (Love, 2012) , others prefer to understand it as a more complex process that involves more than the corporate use of personal devices (Burger, 2012) , relating directly to increased user control and interaction with IT resources (Sen, 2012) . In fact for Chaka (2012) it's as a disruptive force that operates similarly in the IT ecosystem as the proliferation of PCs and the internet did decades ago. The BYOD phenomenon is only one method by which Consumerization can occur. Cooper and Bess (2012) , on the other hand, extend the BYOD concept by stating that it's not only about devices, but also about secure, flexible and easy access to corporate information.
Using another nomenclature, Forrester refers to Consumerization as technological populism (Cameron, 2008) , giving rise to the idea that it's not only a trend driven by technologically native workers, but also a movement in which the individual, and not organizations, drives technological adoption (Katz et al. , 2008; Klinc et al., 2008; Plummer et al., 2008; Klinc et al., 2009 ).
For some authors (Cooper and Bess, 2012; Ginovski, 2012; Sen, 2012) , individuals are no longer resigned to fact that they can have the best technology at their disposal in their private lives, but not in their professional life, especially as a function of two arguments: the maximization of productivity (Klinc et al., 2008; Devine, 2012; Gupta, 2012) and the maintenance of a flexible lifestyle to work when and where they want (Bernnat et al., 2010) . Increasingly, users of all levels wish to have the same access to business, entertainment, government and many other types of personal information as they have through tools like Google™ (Burton et al., 2006) . Synthesizing this reality, some authors defend that it's the blurring of boundaries between the personal and professional life which, in fact, led to Consumerization (UIowa, 2007; Klinc et al., 2008; Gens et al., 2011; Olden, 2011; Chaka, 2012; Cooper and Bess, 2012; Sen, 2012) .
For Cameron et al. (2008) a combination of factors, such as the coming of age a technologically native work force, the ubiquity of broadband (Sen, 2012) , and the proliferation of computational collaboration and socialization applications (Yourdon, 2011; Chaka, 2012 , Sen, 2012 , enhanced by a culture of collaboration (UIowa, 2007) , has led to this phenomenon. Gens et al. (2011) emphasize the aspect of mobility (Yourdon, 2011) , in particular, as key-factor, given that the demand for smartphones, tablets and notebooks continues to accelerate to the detriment of traditional devices. The increase in processing power and resources of these devices (Sen, 2012) , which enabled the expansion of available service functionalities in a single device, is especially important in this context of Consumerization. Especially when we take into account that many devices are designed exactly for integration (Chaka, 2012; Goul et al.,2012) . In addition to these factors, the large-scale adoption of the public cloud is also a facilitating agent of this process (Forrester, 2011; Prete et al., 2011; Yourdon, 2011) . Gordon (2012) is more specific and argues that, similarly to the adoption of Blackberry devices over a decade ago, it was the messaging and calendar features, which today are web based, that led to the largescale adoption of new devices, providing a friendly and fun experience for the consumer.
For Moschella et al. (2004) the consequences for organizations in the long term, include: radically reduced costs (Sen, 2012) , improvement of features through a variety of new products, services and innovative applications, in addition to successive generations of users who are increasingly technologically savvy. Others add that competitiveness is increased (Forrester, 2011) , business growth and productivity are accelerated through trust (Sen, 2012) , the time required for the execution of tasks is reduced (Titus et al., 2012) and that efficiency is increased (Wong, 2012) . From a broader perspective, and bypassing the objective questions of productivity and ubiquity, Shehadeh (2008) associates Consumerization to the improvement of quality of life. Carter et al. (2011) address the psychological aspect of Consumerization by stating that young people develop emotional bonds with the ICTs with which they interact daily; Gupta (2012) refers to this as an alternative way to conceptualize user needs, which he classifies in three dimensions that work interactively: (1) Nice to have; (2) Good to have; (3) Must have. These elements could suggest that there may be additional components aside from performance that determine the technological choice by the user, possibly guided by a collective belief that associates Consumerization to novelty, efficiency and vanguard, all elements that are present in the concept of IT Fashion.
IT Fashion
Why do organizations adopt innovations? Most attempts to answer this question can be divided into two main schools of thought. On the one hand, the economic-rationalist perspective focuses on organizational performance and deals with the degree to which an organization achieves its goals, often measured in financial or economic terms (Wang, 2010) . On the other hand, the institutional perspective emphasizes organizational legitimacy, which refers to a general perception or assumption that the actions of an organization are desirable or appropriate within the organization's environment of socially constructed norms, values and beliefs (Suchman, 1995) .
The concept of Fashion fits into this innovation path. Just as with innovation, fashion is becoming a common phenomenon in information and communication technologies. Just like research and management, IT is in fact characterized by fashion trends. These waves of "IT Fashion" are relatively transient and represent an explosion of interest in specific topics by both researchers and professionals (Baskerville and Myers, 2009 ).
The concept of IT Fashion emerged based on the concept of "Management Fashion", which is a relatively transitory collective belief that an administrative technique is new, efficient, and at the forefront of management practice (Abrahamson, 1996) . IT Fashion is a transitory collective belief that an information technology is new, efficient, and at the forefront of IT practice (Wang, 2010) . Similarly, Benders et al. (2001) state that IT Fashion indicates the intense, but temporary production and consumption of an IT discourse.
New information technologies are emerging constantly and, as Wang (2010) found in his study, those organizations that follow IT Fashion are more admired, and although they do not always overcome their competitors, they do often have a better performance.
Fashion and fashion adoption build on each other, each supporting the other in a self-reinforcing cycle. When organizations start adopting a technology in an ongoing basis, a fashion trend starts to develop. However, it should be noted that when compared to Management Fashion, the high costs of transfer could make the practice of IT less prone to the inconstancies of fashion (Wang, 2010) .
Taking the concept of IT Fashion from the domain of organizations and applying it to the scope of the individual, particularly in the context of the Consumerization of IT, we can observe that having a technologically advanced device represents not only a search for performance, but also for legitimacy. Because they expect to increase their productivity at a bearable cost, people may therefore choose to purchase or use the most recent developments in IT as a way of creating value for themselves.
Feature Fatigue
Feature Fatigue is reflected in the difficulty of the user to operate products with a large number of features (Thompson et al., 2005) . The increase in functions of devices in relatively cheap for factories, which can offer them for a small incremental price. At the time of purchase, the consumer considers such an offer more attractive and tends to prefer the products with the greatest number of features. Later, the challenges with which the consumer is faced to use the product make him stop using it, or even return it.
Based on this idea, two elements can be highlighted: capability and usability (Rust et al., 2006) . In the purchase decision, more weight is given to a product's capability. A negative user experience, however, may harm consumer satisfaction and his overall evaluation of the product.
In three studies the authors confirmed that an increase in the number of features has a positive effect on the perceived capability by consumers, but a negative effect on usability. Increased usefulness is therefore related to the balance in the amount of important features for each product (Thompson et al., 2005) . These results indicate that even market research may not eliminate the problem of Feature Fatigue. It is therefore important that consumer consultations take the dimension of usability into account to measure satisfaction in the long term (Thompson et al., 2005) .
Given that the majority of purchasers doesn't use all the features of their highly complex devices, companies should focus on producing simpler products. A good performance of the main features increases the usability at the expense of a large number of features (Thompson et al., 2005) .
Balancing the attractiveness at the time of sale because of the high number of features, with the usability and satisfaction in the long term can avoid the bigger problems associated with Feature Fatigue -product returns and a possible negative impact on the product's brand.
Effort has therefore been put into research to search for ways to mitigate this phenomenon, and a series of models for the assessment of Feature Fatigue have been developed to help manufacturers at the design stage of their projects (Li and McQuire, 2011; Li et al. 2012) .
The solution to this problem can therefore not be reduced to the exclusion of features in technological devices, but lies instead in a better product design to reduce the effect of Feature Fatigue (Rahman and Rahman, 2009 ).
Method
Two techniques were employed in order to meet the objectives of the study: the laddering methodology, which is a very useful tool to identify the benefits and personal values that are important to the consumer (Saaka et al., 2004 ) and a quantitative survey, which, according to Pinsonneault and Kraemer (1993) , is a way to collect data and information about actions, opinions or peculiarities of a certain group of people who represent a target population through the use of a questionnaire.
The laddering method is a tool to study personal values as applied to marketing, reflecting a more profound relationship between the consumer and the products. It establishes the cognitive positions that consumers have in relation to products, enabling the marketer to develop strategies for the positioning of new products (Reynolds and Gutman, 1988) . According to the instructions of Reynolds and Gutman the laddering method should be divided into two main stages: first, the collection of data, and second, the interpretation of data.
With regard to data collection, the laddering method starts with the completion of an in-depth personal interview based on a semi structured script. The interviews play an important role in the qualitative research because they give you access to the representations and descriptions of routines present in the lives of individuals, representing important sources of information. It is assumed that these interviews are an accurate portrayal of reality (Oliveira et al., 2009) . The advantage of in-depth interviews face to face is that there is no significant time delay between question and answer and, as such, the answer of the interviewee is more spontaneous, without an extended reflection (Opdenakker, 2006) . Twelve interviews were carried out following the guidelines for the laddering technique in order to meet the research objectives of investigating whether IT Fashion can lead to Feature Fatigue in the context of an individual. Since this was an exploratory study that used a quantitative approach, it presented a hierarchy of values that connect the atributes of the product sequentially with (A) the consequences of the use of the product, (C) personal values (V) of each consumer, forming an A-C-V chain. This is also known as a means-end chain, where the means are the products and the ends are the personal values (Saaka et al., 2004) .
After the data collection for this step of the method, the date was analyzed and interpreted to identify if there was any dynamic present between IT Fashion and Feature Fatigue from an individual perspective. The second stage of the research consisted of a survey that sought to compare the Feature Fatigue among consumers that used the equipment inside and outside the organizational environment. Before applying this technique, a pre-test was realized in order to refine the instrument. The survey was then applied to the students of three universities. The applied questionnaire was adapted from the study by Thompson et al. (2005) , and divided into seven blocks, as follows: The introduction of the questionnaire presents an image of six smartphones with a wide range of features. The respondent was invited to answer the questions considering one of these devices or their equivalent. In block 6 a question was included to divide the sample into respondents with and without experience in the use of these devices. This sample division enabled us to evaluate the expectation of use and satisfaction based on the premise of the study by Thompson et al. (2005) that expectations are greater than the satisfaction.
Finally, three questions were also included in block 6 to assess the incidence of the Consumerization of IT in the daily lives of respondents. Based on these questions it was possible to separate the sample and compare if Feature Fatigue also occurs in the organizational environment.
Methodological Procedures of the Laddering:
The semi structured script of the laddering was composed of seventeen guiding questions. These were used to leverage answers that linked the attributes to the consequences and values. In some cases, the depth of the answer to any of the questions eliminated the need to ask other questions. Additional questions were included when necessary, on the other hand, according to the development of the interview.
To check the relationships between IT Fashion and Feature Fatigue, we explored the respondent's experience with his current smartphone and its features. During the interview the respondent was invited to reflect and compare the features of his current device, including their use, with his previous device. At the end of the interviews, four questions were asked to classify the respondents. Particular details of this procedure are as follows:
• twelve interviews were conducted (one was discarded because it didn't fit the target sample, leaving six men and five women).
•
The interviews were held on November 27 and 28, 2012, in a study room of the library of the School of Administration of UFRGS.
The respondents were all undergraduate students of the Business Administration course, with active registration, between twenty one and thirty four years old.
The interviews were held in the morning and evening shifts and lasted between ten to fifteen minutes, each.
• The interviews were recorded on audio and video.
Methodological Procedures of the Survey:
The following statistical procedures were applied to analyze the data generated by the survey:
The pre-test consisted in applying the draft questionnaire to thirty university students. It was conducted on November 30, 2012. The results of the pre-test were analyzed item by item according to frequency distribution and univariate statistics (mean, median and standard deviation), in addition to calculating the index of reliability shown below.
Adjustments were made in the questionnaire related to the question order and with respect to the clarity of the writing in order to improve the reliability of responses. We also included additional variables related to smartphone use, which arose from the analysis of the responses obtained in this step (in particular in relation to the assessment of Consumerization). Based on the responses in this phase, the wording and order of questions was also adjusted in order to improve the segmentation of the sample to evaluate expectation and usability. The population, of an undefined nature, followed the references for respondent profiles of the seminal article on Feature Fatigue ( Thompson et al., 2005) in order to collect responses from university students. Out of convenience, the sample was taken from seven courses from three universities in the cities of Porto Alegre, Pelotas, Caxias do Sul, Cachoeirinha, Guaiba and Passo Fundo, all in the state of Rio Grande do Sul. The questionnaires were administered in the classroom, faceto-face, through a physical instrument, to one hundred fifty-three respondents. Data was gathered between December 05, 2012, and January 04, 2013.
According to Hair et al. (2009) , variables or cases with more than 50% of lost data should be eliminated, but, to the extent that the level of lost data decreases, the researcher should increase this cut-off criterion. For Kline (1988) , on the other hand, the data omitted must not exceed 10% of the responses for a variable. Based on these guidelines, a case was excluded if 55% of the data was lost, thus exceeding the limits proposed by both Kline (1998) and Hair et al. (2009) . After this procedure, the sample consisted of one hundred fifty-two respondents.
Following the guideline proposed by Roth (1994) , who suggests the elimination of cases in which an entire block is left unanswered, two more respondents were excluded who did not provide data for block 3 of the instrument, leaving a sample with one hundred and fifty valid cases.
The presence of randomness of omission (MAR -Missing at Random) was also verified, given that the lost data did not reveal a systematic pattern (Hair et al., 2009) . To establish this the MARC test was used, which indicated randomness in the omitted data with a significance level of 0.75.
The Kolmorogov-Smirnov test indicated the normality of the sample data for the first twenty six variables. The Crombach Alpha was calculated for the instrument (first twenty six and interval variables), obtaining an Alpha of 0.913, and a Crombach Alpha, based on the standardized items, of 0.919. The Crombach Alpha of the pre-test, after the exclusion of two respondents (excessive data loss -above 50 %), was 0.920.
The sample was composed of sixty six male and eighty three female subjects, representing 44% and 55.3%, respectively. The mean age of respondents was twenty five years old, with a minimum value of seventeen and a maximum of fifty two years old.
With respect to income, 46.7% of respondents had incomes of up to U$ 475.00, while 18% earned more than U$ 1,400.00. It is important to stress that 6% chose not to answer this question.
Regarding occupation, 30% were interns, 36% were officially employed (CLT), 11% were public officials and 20% were only students.
Regarding the course, 54.7% of respondents attended the Business Administration course, while the rest could be divided between Mathematics, Technical Professional courses, Law, Public Administration, International Relations, Metallurgical Processes, Public Relations, Advertising and Publicity, Archival science and Librarianship. As to the origin, 54% were students of UFPEL university (city of Pelotas), 22% of IFRS university (city of Caxias), 20% of UFRGS university (city of Porto Alegre) and 4% of the universities: FARGS (city of Porto Alegre), PUCRS (city of Porto Alegre), ULBRA (city of Canoas), CE-SUCA (city of Cachoeirinha) and UPF (city of Passo Fundo).
With respect to the electronic device, 68% of the sample had some type of smartphone, and regarding its use, 54% of respondents used it only for personal purposes, while 43.3% used it for personal and professional purposes. In most cases, the phone was property of the respondent. Only 5% of devices were made available by the company where the respondents worked.
After considering the use, or not, by valid respondents of the device within the company, it was possible to divide the sample into two equal groups, with 49.7% of respondents saying they use the phone inside the company, and an equal percentage saying they don't do this, mostly because of restrictions of the company. When network access was considered, 40.9% of respondents said that the company in which they work does not allow Internet access through the corporate wireless network, and 61.2% stated that the company allows the use of the device for access via the 3G network. The most popular carrier among respondents was Claro® (25 %), followed by Oi®, Tim® and Vivo® with approximately 20% each. Four respondents reported using another carrier and twenty one did not respond.
Results
In this section the results are presented and analyzed in two steps: first, the implications of the laddering study are presented and then the results of the statistical analysis of the data obtained through the survey.
Laddering
The goal of this first stage of the study was to observe the relations between the two investigated subjects through laddering interviews.
Based on an analysis of the interviews we tried to verify whether the IT Fashion phenomenon had Feature Fatigue as consequence. The results provide tenuous support that IT Fashion can contribute to Feature Fatigue. As can be seen in Figure 1 , there were only two occurrences where the respondent indicated that the attributes (excess of features) led to the disuse of the device.
However, other attributes had a greater frequency of responses, which enabled us to identify relevant relationships for the explanation of the behavior of individuals regarding equipment that was acquired within the criteria for IT Fashion. Even though this was expected given the characteristics of the product used as a reference, the attribute that returned the largest frequency was internet access (with forty one occurrences), leaving behind other traditional functions of mobile phones, such as voice calls (1) and SMS Messages (3). This attribute, however, produced four other sub-attributes: electronic mail (7); access to information (2); access to social networks (7) and instant messaging (5). The remaining attributes with more than two occurrences did not present sub-attributes. Only one Means-End chain was complete with at least two attribute-consequence-value occurrences: brand (7) è legitimation è social acknowledgment (2). Figure 1 . A-C-V chain of the laddering Most identified chains reached the level attribute-consequence. This did not harm the study, since the objective of employing this technique was not to search for values, but rather to establish relationships between the attributes and their consequent. Just as was the case with the Internet access attribute, which generated other attributes, there was also the occurrence of more than one level of consequences. The physical attributes weight and size, in particular, converged to more than one consequence, until the last level, comfort. The consequent comfort was also related to other attributes, such as e-mail and camera.
In addition to these chains that shared consequents, they also shared consequences, such as SMS and price. Other chains, however, were isolated, with an attribute related only to one consequent (and its subsequent levels), or, at most, to similar attributes. Agenda (5) and alert (2), for example, shared a single consequent, organization (5). These attributes of an established intensive use in cell phones (which had low frequency), such as voice call and SMS, had a high occurrence. This considering thef fact that the studied equipment were smartphones with a wide range of features. Regarding the association between IT Fashion and Feature Fatigue, two occurrences suggested that the second phenomenon is strengthened by the first. A chain formed from the high amount of features (2) that the current smartphones have, leading to a greater difficulty (2) to use of equipment, generating its sub-use (2). These consequents coincide with the findings of Thompson et al. (2005) on Feature Fatigue (2). One of the respondents even stated that because of this difficulty he downgraded his phone, exchanging his device for one with a smaller number of features.
Survey
To check for differences between the behavior of two groups: those who practice Consumerization and those who don't (non-Consumerization), a prior division of the sample was made. To analyze if Feature Fatigue would have the same effect in the Consumerization group, we first had to check if the Feature Fatigue phenomenon was present. To achieve this, we looked for differences between the expectation of use and experience of use groups. The sample was divided according to question 6.1 (which made a distinction between experience and expectation of use), classifying the respondents with experience of use as 1, and those with expectation of use as 2, creating the relabeled variable T6.1.
The first difference tests were performed with the above presented division. The remaining tests were carried out by adding a second division: Consumerization and non-Consumerization. The Consumerization group was identified as 2, and the non-Consumerization group as 1, based on the answers to questions 6.6 and 6.8. The variable resulting from the intersection of these two variables was called T6.6.8.
With respect to Block 1, the Levene test revealed that the sample of the two groups were homogeneous for V1.1 and V1.3, because the pvalue exceeded 0.05 (0.502 and 0.118). In the same way, the T-test indicated that the groups did not show differences between the averages in V1.1 and V1.3 (see the first line, equal variances assumed: 0,496 and 0,161). In the variables V1.1 and V1.3 the confidence interval can be considered null, since it contains the zero.
However, for V1.2, the Levene test pointed to the homogeneity of the samples, with a significance level below 0.05 (0.028). In this case, the second line of the T-test was observed, equal variances not assumed, where the significance was of 0.009 with an interval of 0.13213 to 0.90619. This shows that for this item (V 1.2) there are significant differences between the experience of use and expectation of use samples.
As for Block 2, of the eight items only the first, V 2.1, was not significant (0.12). For the others the T-test indicated that there are significant differences between the two samples (use and expectation), taking into account homogeneity or non-homogeneity through the Levene test.
For Block 3, only V 6.3 showed significance for the question whether there is difference between the samples (0.38).
Block 4 had a similar result as block 2. It indicated significance of variance between the samples for all items, except for item 4.2. Similarly, in the last block only item 5.4 showed no significant difference between the variance of the samples.
The T-tests per variable, therefore, indicated few items with a significant differences between the expectation and experience of use groups. In block 1, this was only the case for V1.2, indicating that there is a difference in the perception of the advantages resulting from the features of the tool between the two groups. In block 2, on the other hand, the results revealed significant differences for all usability items, except for the capacity to understand and use the device by trial and error.
Block 3 also indicated a greater homogeneity than significant differences in the results. Only V6.3 presented different results between the two groups, indicating that the expected usefulness of the device is different than the perception of usefulness of those using the device.
Block 4, which posed questions about skills, also revealed differences between both groups, except with regard to the need of knowing the characteristics of the product beforehand. Finally, block 5 also revealed differences for all items, except for the one referring to the difficulty of the purchase decision.
Subsequently, we performed a MANOVA to check for differences in use experience and use expectation in the Consumerization and nonConsumerization groups, considering both independent variables tested by the block variables as dependent variables.
The first test was carried out by testing all the twenty six questions. There were significant differences between the groups T6.1 (expectation and use) and T6.6.8 (Consumerization), but when crossed no differences were found. That is, the experience group did not reveal any difference between Consumerization and non-Consumerization. The same occurred with the expectation group.
In the following tests, we analyzed differences by blocks (as dependent variables) and the same differences between groups as independent variables.
Block 1, which deals with the perception of features, only revealed differences between the experience and expectation of use groups. The difference between the Consumerization and non-Consumerization group did not prove to be significant.
On the issue of usability studied in block 2, the results indicated that there are differences between the groups, both for the experience and expectation of use and the Consumerization and non-Consumerization groups. However, the crossing of both groups did not reveal any significant variation.
The block of items that aimed to evaluate the perception of product usefulness did not behave like block 1, revealing differences only between the Consumerization and non-Consumerization groups. The expectation and use samples did not show any significant differences in their means.
Finally, blocks 4 and 5, which measured skills and satisfaction, behaved the same way, with differences only showing up in relation to the expectation and experience of use groups.
Both generally and by blocks no significance was therefore observed when crossing the T6.1 and T6.6.8 variables, indicating that there is no difference between the use and expectation effects and the Consumerization and non-Consumerization effects. Not one case revealed a significant difference in the crossing of the four groups: experience of use, expectation of use, Consumerization and non-Consumerization.
Concluding Remarks
The present work investigated the existing relations between three concepts that, although distinct, are all related to the same context of technological transformation: Consumerization of IT, IT Fashion and Feature Fatigue. The methodology employed two research steps: a laddering study followed by a survey in order to identify whether Feature Fatigue could be observed in the context of IT Fashion or Consumerization of IT.
In his seminal article, Thompson et al. (2005) investigated the presence of Feature Fatigue in users of music players almost a decade ago. Similarly, this study focused its research on the smartphone to study the phenomena mainly because it is a contemporary technology of large and growing social penetration, which is used especially by young people. These electronic devices are characterized by the fact that they are not merely individual devices, but an interconnected technological platform with multiple features that enable the use of social networks, which have been attracting the interest of all social segments, especially young people.
Albeit tenuously, the results of the laddering provide some evidence that consumption motivated by IT Fashion leads to the so-called Feature Fatigue effect. The in-depth analysis of the laddering interviews reinforces this assessment, since the statements of users obtained after detailed observation do not demonstrate, in most cases, the occurrence of disuse of features. Results that were reported by Thompson et al. (2005) .
Analyzing the use of smartphones by university students, we observed the occurrence of Feature Fatigue at relatively low levels, as evidenced by the only slightly significant difference found between the expectation (those without experience in the use of their smartphone features) and the experience (who declared themselves as users) groups.
A possible explanation for the differences between the results of this study and Thompson et al. (2005) , that is, for the lower occurrence of Feature Fatigue in the researched products, could perhaps be credited to the level of customization and adjustment that can be observed in the latest smartphones, which have adopted apps that can be added, modified and replaced as the standard tools to develop and upgrade their products. This becomes significant in so far that it lets users determine which features they want to install or maintain, ensuring independence and the satisfaction of their real needs, instead of the user being forced to learn to use those features determined by the manufacturer of the product.
With respect to the Consumerization of IT, our study did not reveal significant differences between the users of the defined samples with the separation of the groups into those who make only personal use of the equipment and those that also use it professionally, both inside and outside the company. The patterns observed through the survey suggest that the behavior for using technology is quite similar for the cases where Consumerization of IT is observed and those where it isn't. In line with the literature, which characterizes Consumerization of IT as the trend towards dual use (personal and professional) of electronic devices, the analyzed sample reveals a significant number of cases that fall in this category.
The customization of products, such as smartphones, also strengthens the Consumerization of IT trend, in addition to the analogous behavior in those cases where it is not observed, given that specific applications can be suited for either professional or personal use in different locations, interchangeably. The study suggest, therefore, that the influence of IT Fashion is significant in relation to Feature Fatigue, although this effect proves to be less pronounced than would be expected based on the literature. The context of Consumerization of IT, on the other hand, could be observed, but it didn't reveal significant differences regarding the impact on Feature Fatigue, revealing the same behavior between both groups.
Study Limitations and Suggestions
The present study was applied to a specific product, within the context of analysis and with limited reach, which means the results cannot be generalized. New studies with a greater geographic reach and that consider technologies that have a different application or scope, may be interesting to confirm or reject the results found in this study.
Additionally, the laddering results suggest future lines of research.
